Although there is considerable consumer power resting in the hands of the individual tourist, in terms of the types of tourism products offered and the places being visited, there has been, surprisingly, little empirical research regarding tourists' preferences for particular tourism packages and holidays. Furthermore, little is known in relation to tourist differences (or similarities) in preferences for, or motivation towards, mainstream as opposed to ecotourism tourist experiences. This study addresses this deficiency in the literature via empirical research involving a self-report survey of a sample of 255 tourists. The results indicate that a definite ecotourism market segment does seem to exist and that the motivations of mainstream tourists are qualitatively different from those of ecotourists, each defined by their preferences and interests.
INTRODUCTION
there is still relatively little known about tourists' orientations towards the natural environment as an actual explanation of their choices or behavior (Fennell, 2003; Page & Dowling, 2002) .
The ecotourist can be defined by his/her interest in learning about and experiencing nature, and this interest is presumably coupled with a corresponding commitment to the sustainability of the natural environments that provide a context for leisure activities (Page & Dowling, 2002) . However as discussed previously, tourists who engage in ecotourism activities are probably likely to range from the dedicated or 'true' ecotourist to the occasional tripper who is visiting a destination to experience something new or 'trendy' (Page & Dowling, 2002) .
While some advocate that so-called true ecotourists hold a stronger pro-environmental orientation than the general population (Luzar, Diagne, Gan, & Henning, 1995; Weaver & Lawton, 2002a) , others argue that there is no real empirical evidence to support the hypothesis that ecotourists are any more or less pro-environmentally inclined than the general population (Fennell, 2001; Sharpley, 2001 Sharpley, , 2006 . In fact, Sharpley (2006, p.9 ) says that there is little evidence to suggest that the ecotourist (i.e. those who are driven by a particular environmental interest or concern) really exists at all. He further argues that the demand for ecotourism is primarily a supply led phenomenon and that environmental interest and pro-environmental values are unlikely to predominate in the so-called ecotourist (Sharpley, 2006) , and therefore all tourist experiences and the development of tourism products are, inevitably, dependent simply on the manner in which the individual consumes the tourist experience (Sharpley, 2006) .
Given the limited range of market related studies, together with poor definitional understanding of ecotourism and ecotourists, and the fact that ecotourist markets seem not to be homogeneous, the question remains, who is the ecotourist? Despite the large body of literature on ecotourism, previous market studies are mostly limited to destination area markets, to tour operator perceptions, or to more general studies of nature or adventure-based tourists. Moreover, Sharpley (2006) and Dolincar and Leisch (2008) argue that much of the academic attention directed at ecotourism to date has revolved around the nature of its definition (i.e. ecotourism), conceptual frameworks for studying ecotourism, destination management, environmental policy and protection of host communities, as well as destination case studies, that is, the nature and measures of supply, or as Sharpley (2006) puts it more bluntly, "the supply of nature" (p. 8), rather than identifying characteristics, preferences, and motivations of "broad 'origin' populations" (Wight, 2001, p.37) . In other words there has been a relative paucity of research into the motivational systems of the consumers who prefer ecotourism type products and who may also selectively purchase these on a frequent basis.
Some recent psychographic research into market segmentation tends to focus on studying one or more psychological variables, such as pro-environmental beliefs or attitudes, which are thought to drive consumer preferences and subsequent behavior (Fairweather, Maslin & Simmons, 2005; Higham & Carr, 2002; Zografos & Allcroft, 2007) . However, there has been very little research comparing the structure of tourism preferences and motivations for those preferences of so-called ecotourists with those of mainstream tourists. Therefore, in order to determine whether or not the ecotourist does exist as a distinct market segment based on underlying motivational systems, it seems worthwhile to examine tourists' personal preferences for different types of tourism experiences, rather than relying too heavily on simply collating a series of sampled behaviors (i.e. defining an ecotourist or a mainstream tourist simply by which tourism venue they have visited on the day of sampling).
As has already been argued, tourist visitation behavior on any particular day may be due to reasons other than personal preference and thus may not predict consistent choice for the same type of tourism experience over time. However, personal preferences together with the associated reasons for and perceived benefits of those choices (ie. basic motivations), are likely to be reflective of psychological variables such as value structures, goals and beliefs, and other related systems within a person's psyche, and thus predictive of more consistent behavior. Motivational systems tend to be highly stable and have been demonstrated to predict a variety of preferences, consumer choices and behaviors, including tourism (Acott, La Trobe, & Howard, 1998; Luzar et al, 1995) . Consumer preferences are likely to be dependent on deeper psychological motivations which transcend particular situational contexts and thus may influence behavior more consistently than context-specific choices.
Therefore, if there is no relationship (or a positive relationship) between the preferences for mainstream and ecotourism holiday packages amongst tourists, then it could be suggested that these two different types of experiences both represent simply context-specific choices. In this case, the so-called ecotourist is simply responding to particular marketing campaigns and current trends for novel experiences which may happen to include those defined by the industry as ecotourism. Mainstream type experiences and ecotourism type experiences would then represent a single pool of interests from which the tourist consumer picks a particular experience to purchase at a point in time. On the other hand, if there is a negative relationship between the tourist preferences for mainstream holiday packages and ecotourism type holiday packages, then the ecotourist is alive and well. A negative relationship infers that preferences and motivations for each type of tourism, mainstream versus ecotourism, come from different and opposing sets of interests and those who prefer one type over another also represent different and distinct market segments based on those preferences and interests. Therefore, it is on this basis that the following research question is posed.
RQ1: To what extent is there a relationship between the preferences of tourists for mainstream as opposed to ecotourism holiday packages?

Tourist Motivations
There has been some limited research conducted in relation to the motivations of tourists concerning consumption of ecotourism but, to date, relatively few studies have collected primary data specifically for ecotourist segmentation purposes (Zografos & Allcroft, 2007) .
In addition, some research findings, although informative, are extrapolated from data collected back in the 1980s (e.g., Eagles, 1992) , while other research has been more concerned with profiling, or describing, different types of ecotourist based on broad based environmental beliefs for market segmentation purposes (Zografos & Allcroft, 2007) .
However, even the psychological profiling of ecotourists seems to lack substantial empirical validation. While some answers concerning ecotourists' orientation towards the environment are beginning to emerge (Blamey & Braithwaite, 1997; Fairweather, Maslin & Simmons, 2005; Higham & Carr, 2002; Zografos & Allcroft, 2007) , there is still an apparent lack of conviction as to whether the ecotourist really exists as a distinct segment (Sharpley, 2006) . Sharpley (2006) argues that, to date, little evidence has been presented to support the notion that ecotourists are qualitatively different from more mainstream tourists in terms of their motivations for choosing ecotourism over other forms of tourism. Therefore, it is useful to determine if there is a distinct ecotourist market segment through the examination of not only tourists' preferences for holidays, but also their expressed motivations for these preferences.
If an ecotourist market segment is distinct, and indeed exists at all, there should also be qualitative differences between motivations for mainstream type holiday choices and the motivations expressed for ecotourism holiday experiences. Furthermore, one might also expect more commonality between the motivations for ecotourism type holiday choices, as a group, which would also be collectively distinct from the motivations given for the more mainstream activities. In other words, if the motivations for choice of ecotourism products are qualitatively similar to those of more mainstream products, then the growing emergence and market for ecotourism is simply an eco-sell phenomenon representing a fad that may die out in time. However, if the motivations for choice of ecotourism products are qualitatively different from more mainstream tourism products, then evidence is gained for concluding that tourists are not simply subject to eco-sell, but rather that there is a genuine and distinct market segment of those who prefer ecotourism type experiences. In order to determine which of these alternatives is more valid, the following research question is posed.
RQ2: Are the motivations of tourists in relation to mainstream versus ecotourism holiday packages qualitatively different?
METHODOLOGY
Data were collected via convenience sampling at two different well known Gold Coast tourist venues. Details of the measurement instrument, data collection method and resulting sample are as follows.
Survey
The data collection instrument was a self-administered survey. Firstly, respondents were asked to rank order their preferences of six tourism holiday packages, three of which were more mainstream holidays (i.e., sun and surf beach holiday; luxury resort holiday; nightlife, gaming and shopping holiday) while three were more nature-based type holidays (i.e. ecotourism, nature-based holiday; wildlife watching and/or photography holiday; volunteer ecotourism holiday package). There were no brochures or any other kind of information on hypothetical tourist attractions given to respondents. This decision was made to reduce the likelihood that particular marketing approaches or other detailed venue information might unduly influence respondents' stated preferences. Respondents were given the following Respondents were asked to consider the holiday packages (under the assumption that all holidays were of a similar price) and rate them from their first (1) to their sixth (6) preference.
Secondly, respondents were then asked to answer one further open-ended question concerning the reasons they had chosen their first preference. In addition, the Ecotourism Interest scale (EI) developed and tested by Juric, Cornwell and Mather (2002) , was included in the field instrument as a check for consistency between self-reported general interest in ecotourism (as measured by the EI) and respondents' stated preferences for holiday type. The EI consisting of 7 items (eg. wilderness and undisturbed nature; national parks; world heritage status areas; tropical forests and indigenous bush; lakes and streams; etc.), was randomly interspersed with Respondents were asked to rate the importance of each of the total of 15 activities (7 from the EI plus 8 mainstream activities) when choosing a holiday, trip or attraction on a scale from 1 (not at all important) to 7 (extremely important). Interspersing the items of the EI with other mainstream type items was to minimize the chances of response pattern bias amongst respondents. In addition, respondents were asked to indicate their level of agreement (from 1 strongly disagree to 7 strongly agree) with the following three statements pertaining to consideration for environmental sustainability in tourism:
"I believe I should definitely consider my impact on the earth and other cultures when I make my travel choices"; "As a tourist it is very important to me that tourism products, services and venues are
part of a similar 'green' accreditation system to the one described above" (Green Globe TM definition was presented); and "I would choose a tourism product or service which adopts a "green" accreditation system over one which does not if the choice is available".
Data Collection
As the population of interest was tourists over the age of 18, two popular Gold Coast tourist attractions were selected as the data collection locations. The two locations were chosen on the assumption that they might attract very different segments of tourists. For example, the first location or venue is Seaworld, an iconic theme park tourist attraction located near to the beach, up-market shopping precincts, restaurants, luxury hotels and resorts. A convenience sampling approach was the chosen method of data collection at both of these locations, mindful of minimizing any inconvenience to respondents during their holiday experience. This involved the researcher, firstly, approaching potential respondents to elicit interest in the research project. In addition, all participants were presented with a complimentary drink voucher valued at $3.00. Offering incentives to participants is recommended as an effective strategy not only to increase response rates (Thomas, 1999) , but also to make respondents feel morally obligated to truthfully complete the survey (Burns and Bush, 1995) . Those willing to participate were then seated within the vicinity of the researcher to complete the survey. This process resulted in a response rate of approximately 30% from the initial sample approached, and a final sample of 255.
Sample
Data were gathered from the sample of 255 tourists of which 42% were male and 58% female. The average age was 41 years, ranging from 18 to 75 years old, and 73% were Australian born, with a further 10% born in the United Kingdom, and 4% in New Zealand.
The remaining 13% were born in some sixteen other countries from around the world.
RESULTS
Rankings of each of the six tourism choice packages were recorded and are detailed in ---Insert Table 1 Here ---
General interest in ecotourism and ranked holiday preferences
In order to determine if general interest in ecotourism, as measured by the EI, was related to holiday preferences Spearman's rho correlations were calculated using the preference rankings for all holiday types and average score on the EI. General interest in ecotourism was significantly associated with preference for ecotourism type holidays, and less interest in mainstream type holidays (see Table 2 ). These results provide evidence of the validity of the EI as a predictor of tourist preferences for ecotourism type holiday experiences, and also lend support for the usefulness of using preferences for particular holiday types as one measure of identifying the potential ecotourist market segment.
Relationship between actual tourist behavior, general interest in ecotourism, and holiday preferences.
Evidence that the Ecotourism Interest scale (EI) is significantly associated with a preferences for ecotourism type holidays has been presented in the foregoing section, but it is useful to determine if the EI can also be demonstrated to be a significant predictor of actual tourist visitation behavior in this sample. In spite of the fact that there were almost twice as many tourists sampled at the mainstream venue (N=162) as sampled at the ecotourism venue (N=93), scores on the EI were indeed significantly predictive of actual visitation behavior F
(1, 252) = 13.95, p=.000, t =3.74, p=.000. Those who expressed higher levels of general interest in ecotourism were also significantly more likely to be visiting the ecotourism venue on the day of sampling. This result is consistent with previous research which found the EI to be a useful predictor of behavior (Juric et al, 2002) , and therefore provides some further evidence of the validity of Ecotourism Interest scale (EI).
In order to determine if there was a difference between those who were sampled from the ecotourism venue and the mainstream venue in terms of their preferences for holiday types, a
Chi-square analysis was employed. Results are summarized in Table 3 . Those who were sampled at the ecotourism venue were generally more likely to prefer the ecotourism type holidays, and less likely to prefer the mainstream type holidays. The opposite pattern was evident in tourists sampled at the mainstream venue. It should be noted that both the volunteer ecotourism holiday and the nightlife, gaming and shopping holiday were the least popular with all respondents; however the response patterns evident with the other holiday choices were also evident with these holiday types, even though the trends were not significant. Table 3 here ---
---Insert
The full pattern of preferences for ecotourism holidays in particular were examined in more detail, and Figure 1 graphically illustrates the opposing patterns of ranked preferences (i.e. 1st
to 6th) which emerged between tourists sampled at each of the two different venue types (i.e.
Seaworld mainstream venue, versus O'Reillys' Rainforest Retreat ecotourism venue).
---Insert Figure 1 here ---
The foregoing results collectively provide evidence that there seems to be a difference between those who express more general interest in and preference for ecotourism type and those who prefer mainstream type holiday experiences in terms of both holiday preferences and actual visitation behavior. In order to determine the nature and extent of these differences, and thus address RQ1 and RQ2, the following analyses were undertaken.
Relationships between the ranked preferences
In order to address RQ1, relationships between the ranked preferences were computed via Spearman's rho rank order correlations (refer Table 4 for these results). The results indicate that all correlations except one (between M1 and M2) are significant. In summary, the three ecotourism type packages (i.e. ecotourism nature-based; wildlife watching; and volunteer ecotourism) are all negatively related to the three mainstream type packages (i.e. sun & surf or beach holiday; luxury resort holiday; and nightlife, gaming and shopping holiday). Those who tended to rank the former packages as more desirable tended to also rank the latter packages lower, or less desirable. There was also a positive relationship between all the ecotourism packages in terms of their relative preference rankings; those who ranked one of the ecotourism choices highly tended to also rank the others of this type highly. Generally, the same was true of the non-ecotourism packages, except for there being no relationship between sun and surf or beach holiday preferences and preferences for luxury resorts.
---Insert Table 4 Here ---
The responses to the open ended questions addressing RQ2 were analyzed for meaningful content, and a tally was taken of the number of common thematic words or phrases used in the responses for each question. These tallies were organized into a form of linguistic grid for each question, cross-referencing the content theme by the preferred tourism package.
Tourist motivations
The pattern of results revealed that some distinct qualitative differences emerged between the six holiday packages (refer Table 5 ). For the sun and surf or beach holiday (M1), the major themes of fun, family friendly/ safe for children, enjoyment of the sun, warmth and surf, and relaxation were evident from the data. The luxury resort package (M2) resulted in strong themes which revolved around relaxation, escape from work or life pressures, and pampering (being waited on). The mention of pampering and being waited on was unique to the luxury resort package choice. The nightlife, gaming, and shopping package (M3) resulted in only one response "love spending money". In summary, the three mainstream type holiday preferences seem to revolve around relatively hedonistic pleasures, except for the family theme in regard to the beach holiday choice. and furthermore seem more focused on concerns beyond mere hedonistic pursuits.
---Insert
Support for environmental sustainability in tourism
Spearman's rho correlations were calculated to assess the relationships between holiday preferences and support for green accreditation of tourism products and services, and need for consideration of one's personal impact on the environment and cultures when making travel choices. Preferences for the ecotourism type holiday packages were significantly associated with stronger support for green accreditation, r s = .29 to r s = .24 (all significant at .001), with increased likelihood of purchasing an accredited product over one that was not, r s = .28 to r s = .26 (significant at .001), and also more agreement that one should definitely consider one's personal impact in making travel choices, r s = .25 to r s = .20 (significant at .001 and .01).
Furthermore, higher levels of general interest in ecotourism were even more strongly related to support for green accreditation r = .50, willingness to purchase accredited products r = .44, and willingness to definitely consider personal impact on the environment in making travel choices r = .43 (significant at .001).
In contrast, preferences for mainstream type holidays were all significantly associated with less support for green accreditation, r s = -.30 to r s = -.20 (significant at .001 and .01), less likelihood of purchasing accredited products, r s = -.29 to r s = -.23 (significant at .001), and less willingness to consider personal impact in making travel choices, r s = -.26 to r s = -.19 (significant at .001 and .01).
Thus, the pattern of results in terms of the apparent fundamental differences between preferences and motivations for ecotourism vis-à-vis mainstream tourism has been consistent across all of these analyses.
A note on demographics
In this study, preferences for particular holiday packages were not dependent on gender, nor was general interest in ecotourism. Age also had no relationship with general interest in ecotourism, although age was significantly associated with a preference for ecotourism type holidays r = .26, p< .001, and also with less inclination for nightlife, gaming and shopping holidays r = -.24, p < .001. Sharpley (2006) has concluded that ecotourism is more appropriately considered as a "supply led market niche" (p. 19), and that there is little to distinguish ecotourists from mass or mainstream tourists. However, if this were so, one would expect there to be little relationship, or even a positive relationship, between preferences for ecotourism type experiences and mainstream type experiences, and furthermore motivations for preferences for each of these two types of experiences could be expected to have more in common than differences between them. However, the opposite is evident with this sample of tourists, in that the preference rankings for mainstream type experiences are negatively related to those of the ecotourism type experiences. If people tended to rank ecotourism, wildlife tourism, and volunteer ecotourism highly, they tended to rank beach holidays, luxury resort holidays, and nightlife, gaming and shopping lower. The converse was also true. In addition, the motivations for ecotourism experiences were qualitatively distinct from those of mainstream experiences. Moreover, and somewhat surprisingly, the motivations for ecotourism type experiences expressed in this study seem entirely consistent with the key themes expounded in the agreed definitions of ecotourism, namely nature as the focus of the experience, environmental education, and environmental conservation. This result seems particularly interesting given that definitions of ecotourism, including the three key elements of those definitions, are principally driven by the industry and not by the consumer, and that many consumers of those experiences may not even be aware of the key components of the industry definition in any explicit sense.
DISCUSSION
It is also interesting to note some consistency in these results with previous ecotourism literature (Page & Dowling, 2002) , and especially in regard to the negative relationship between the ecotourism type holiday preferences and the sun and surf beach holiday preferences (also a nature based experience). Weaver (2001) states that the difference between ecotourism and mainstream sun and surf or "3S" (sun, sea, sand) experiences is that, in the former, nature is the focus, whereas, in the latter, nature is purely the context in which more hedonistic activities happen to take place. The findings here confirm this notion, as a negative relationship between all three ecotourism packages and the sun/surf beach package were strongly evident.
Moreover, the fundamentally different pattern of results in terms of preferences and motivations for the two different types of holiday experiences is also evident in the levels of support from respondents for environmental and cultural sustainability issues relevant to tourism. Tourists who preferred mainstream type experiences expressed less support for environmental sustainability in their travel decisions than those who preferred ecotourism type experiences, thus strengthening the argument that these represent distinct market segments.
From a marketing and industry perspective it is important for marketers and policy makers in tourism to be able to identify psychological variables as motivators of tourist choices (McKenzie-Mohr, 2000) . Differences in those variables may assist in accurately defining particular tourist markets, and tourism packages of experiences can then be tailored to better suit the needs, motivations and expectations of the tourists within those markets (Fennell, 2001 (Fennell, , 2003 . While not conclusive, the findings may suggest that the growth of ecotourism type tourism experiences could be somewhat demand driven, and not simply a supply driven phenomenon. Further validation of this claim needs to be addressed in the future. However, the so-called ecotourist, defined by his/her interests and preferences, does appear to exist. If so, this means that marketers and service providers should make sure that each of the three elements of ecotourism (i.e. focus on nature, environmental education, and environmental conservation) are not only appropriately addressed but must be seen by potential consumers to be addressed. Relevant green accreditation systems overtly coupled with an attraction's brand image may possibly be more important than some providers are willing to admit.
LIMITATIONS
As with all research, it is important to acknowledge and learn from the limitations of the study. The limitations of this study are discussed to clearly establish the boundaries, rather than to negate the findings of this study, as well as serve to identify future avenues for research. Firstly, it is acknowledged that any survey-based method, including that adopted in this study, involves some measurement error. However, given that respondents were able to respond openly (via an open ended question) about their motivations towards tourist packages, and completely anonymously, every attempt was made to reduce any measurement error as far as possible. Secondly, as data were collected from tourist attraction venues in the south-east region of the state via a convenience sampling approach, it could be suggested that generalisability beyond this context and this region may be problematic. However, selection of the data collection locations was based on seeking diversity in patronage and this is evident by the relatively diverse demographic nature of the sample.
It might be useful in future research to conduct in-depth interviews with potential tourists of ecotourism and other nature experiences as well as more mainstream tourism experiences to investigate, in more depth, consumer preferences and motivations for various tourism choices and determine if the apparent differences found in these results can be confirmed across a range of contexts and research approaches, not confined to survey based methodologies.
CONCLUSION
Tourism choices and the motivations for those choices vary according to the individual; however, there are, nevertheless, distinct commonalities in the motivations for choice of particular clusters of products, including ecotourism type products. Within this study the motivations for choosing ecotourism type experiences (across three separate forms) as a preferred holiday exhibit strong themes, namely: immersion in or communion with nature;
education or learning about nature; and, in some cases, the ability to contribute personally to environmental conservation (e.g., volunteer ecotourism). Interestingly, these are surprisingly consistent with the elements of the industry based top down definitions of ecotourism and of accredited ecotourism venues. These themes are also uniquely distinct from those of the nonecotourism (ie. mainstream) holiday preferences, which revolve around more hedonistic type activities and pleasures (e.g., fun, relaxation, pampering, etc.). The results of this study suggest that ecotourism may also be at least partially demand driven (i.e., demand for nature as a focus of activities, and environmental learning an outcome), rather than being primarily supply driven as has been previously proposed. In other words, it appears that, at least in the case of their preferences for ecotourism type holidays, so called ecotourists are apparently motivated by internal wants and needs, rather than simply by a greening of the market (ie.
eco-sell). If this is the case, then the potential ecotourist market segment, as one that is more environmentally interested and aware, might then expect environmental sustainability credentials of all tourism products and services, and make choices on the basis of those expectations. Given the evidence that the ecotourist market segment may be distinct from that of the mainstream tourist segment on the basis of patterns of interest and preference, future systematic investigation of ecotourists' respective psychological profiles, including core values, beliefs, and relationship with nature, would add to our understanding of the socalled ecotourist, as consumer of environmentally sensitive tourism experiences. 
